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Preface 


This  publication  provides  information  on 
clientele  being  served  by  the 
Agriculture  and  Natural  Resources  staff 
of  the  Cooperative  Extension  Services 
and  Extension  Service,  U.S.  Department 
of  Agriculture.  The  results  of  a  July 
1979  survey  of  county  Extension  staff 
regarding  clientele  served  in  700 
counties  in  the  United  States  during 
1977-78  are  reported.  The  data 
represent  the  estimates  of  the 
individual  county  agents.  No  clientele 
were  surveyed  directly.  A  total  of  562 
counties  returned  questionnaires. 
Results  of  the  combined  rural -urban 
sample,  rural  sample,  and  urban  sample 
are  provided. 
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This  study  was  conducted  under  the 
auspices  of  the  congressional ly  mandated 
evaluation  of  the  Cooperative  Extension 
system  pursuant  to  the  Food  and 
Agriculture  Act  of  1977   (Sec.   1459, 
Title  XIV). 

The  following  is  a  summary  of  the 
results  of  a  combined  rural -urban  sample 
of  562  counties: 

1.  The  top  10  major  types  of  farming  in 
the  combined  rural -urban  sample 
include  beef,  corn,  hogs,  dairy, 
soybeans,   small    grains,  wheat, 
alfalfa,  vegetables,   and  tree 
fruits. 

2.  Sixty-one  percent  of  the  farm  adults 
were  served  by  agriculture  and 
natural    resources  Extension 
programs.     In  total,   15.9  percent  of 
rural -urban  adults  were  served  in 
the  combined  rural -urban  sample. 

3.  More  than  69  percent  of  the  farmers 
with  $2,500  value  of  agricultural 
products  or  more  were  served  in  the 
combined  rural-urban  sample. 

4.  Fifteen  percent  of  all    adult 
clientele  groups,  by  racial -ethnic 
composition,   in  the  combined 
rural-urban  sample,   are  served  by 
agriculture  and  natural    resources 
Extension  programs. 

5.  Seven  out  of  10  major  clientele 
groups  surveyed  ranked  average  or 
above  in  terms  of  overall 
importance*  in  the  combined 
rural-urban  sample.     They  are: 


*"Importance"  of  a  group  is  determined  by 
the  amount  of  work  done  by  Extension  staff 
with  that  particular  clientele  group. 


commercial    family   farmers, 
agricultural    leaders,   small    and/or 
low-resource  and  part-time  family 
farmers,  mass  media  representatives, 
agribusiness   firms,   cooperating  USDA 
agencies,   and  other  public  agencies. 

6.  In  the  combined  rural-urban   sample, 
13.3  percent  of  the  suburban  adult, 
nonagricul tural    audiences  and  24.2 
percent  of  the  suburban  agricultural 
audiences  were  served.     Of 
commercial    family   farmers,   70.8 
percent  were  served. 

7.  The  heaviest  component  of  county 
staff  and  paraprofessional    time  in 
the  combined  rural -urban  sample  was 
allocated  to:     commercial    family 
farmers;   suburban,   nonagricul tural 
audiences;   and  small    and/or 
low-resource  family  farmers, 
part-time  family   farmers   ($20,000 
or  less) . 

8.  Direct  mail    newsletters,   news 
releases,   radio  and  television, 
bulletins  and  publications,   and 
magazines  appear  as  media  having 
been  used  with  the  majority  of  the 
seven  clientele  groups   in  the 
combined  rural-urban   sample.     County 
meetings  with  organized  programs 
appeared  as  a  strong  media  for 
agribusiness   firms,   commercial 
family   farmers,   agricultural 
consultants,   and   small    and  part-time 
family   farmers. 

Rural   Sample  of  444  Counties 

1.  Beef,  corn,   hogs,    soybeans,   small 
grains,   wheat,   alfalfa,    and 
vegetables  were  listed  as  major 
types  of  farming  by  more   than  45 
percent  of  the  counties   sampled. 

2.  Rural    counties    indicated   that  61.9 
percent  of  the   farm  adult  population 
are  served  by  agriculture  and 


natural    resources  Extension 
programs.      In   total,    survey   results 
suggest  that  24  percent  of  all 
adults   in   rural    counties   are   served 
by  agriculture  and  natural    resources 
Extension  programs. 

Approximately  70  percent  or  more  of 
clients   earning  $2,500  value  or  more 
in   agricultural    products   sold  are 
served  by  ANR  Extension  programs. 

Racial -ethnic  composition  of  ANR 
Extension  potential    clientele  in   the 
1979   survey  of  the  444  rural 
counties   reveals:     84  percent 
whites--not  of  Hispanic   origin;   9.4 
percent  blacks--not  of  Hispanic 
origin;   5.1  percent  Hispanics;   and 
American   Indians,   Alaskan   natives 
and  others,  less  than  1  percent  of 
total    population.     Whites  not  of 
Hispanic  origin  were  the  heaviest 
component  of  the  total    adults   served 
by  ANR  Extension  programs;   86.9 
percent  being   involved.     Blacks   not 
of  Hispanic   origin  were  7.6  percent 
of  total    involved,   while  Hispanics 
composed  3.7  percent  of  total 
involved  in  ANR  Extension   program 
activities. 

Commercial    family   farmers; 
agricultural    leaders;   small    and/or 
low-resource  family   farmers,   part- 
time  family   farmers;   mass  media; 
agribusiness   firms;   and  cooperating 
USDA  agencies  or  organizations   and 
other  public   agencies  or  organiza- 
tions  received  a   rating  of  5  or 
above  of  a  possible  high   rating  of 
10   in   terms   of   importance  as 
clientele  or  audience  groups. 

County  Extension   staff   indicated 
28.7  percent  of  all    adult  clientele 
are  being  served  by  ANR  Extension 
programs. 


/] 


7.  In  rural   counties  sampled,  66 
percent  of  county  professional    staff 
time  is  estimated  to  be  spent  with 
three  clientele  groups: 

(1)  commercial   family  farmers; 

(2)  suburban  nonagricul tural 
audiences;  and  (3)  small   and/or 
low-resource  family  farmers. 
Eighty-six  percent  of  the 
paraprofessional s'   time  is  being 
spent  with  these  three  groups. 
Forty-seven  percent  of  the  para- 
professionals'   time  is  being  spent 
with  the  small   and/or  low-resource 
family  farmers. 

8.  Major  media  used  to  reach  seven 
major  ANR  clientele  by  county  staff 
include:     (1)   direct  mail 
newsletters;   (2)  magazines; 

(3)  radio  and  TV;   (4)   news  releases; 

(5)  bulletins  and  publications;  and 

(6)  telephone  calls. 

Urban  Sample  of  118  Counties 

1.  Types  of  farming  reported  by  50 
percent  or  more  of  counties  were 
vegetables,  beef,  corn,  nursery  and 
ornamentals,  dairy,  hogs,  and 
soybeans. 

2.  The  118  urban  counties  reported 
212,238  total  adult  population, 
weighted  average,  compared  to  the 
average  of  24,050  adults  reported  by 
the  444  rural  counties.  More  than 
10  percent  of  the  estimated  total 
adult  population  in  urban  counties, 
21,901,  is  served  by  agriculture  and 
natural  resources  programs. 

3.  About  82  percent  of  the  farmers  who 
sold  agricultural  products  valued  at 
$40,000  or  more  annually  were 
involved  in  ANR  Extension  programs. 
In  total,  67.2  percent  of  all  farm 
income  groups  were  served  by  urban 
county  staffs. 


Urban  counties  sampled  reported 
serving  a  lower  percentage  of  all 
ethnic  groups  in  urban  counties-- 
9.3  percent.  There  were  20,699 
total  adults  served  in  urban 
counties  compared  with  5,450  in 
rural  counties. 

Percentage  of  adults  involved  in 
ANR  activities  in  all  10  clientele 
groups  in  urban  counties  averaged 
10.5  compared  to  28.7  percent  in 
rural  counties. 

All  10  clientele  groups  were  rated 
4.3  or  higher  in  importance 
according  to  total  number  served, 
with  9.1  being  the  highest  out  of 
a  possible  10. 

The  heaviest  allocation  of  county 
professional  staff  time  went  to: 

(1)  commercial   family  farmers; 

(2)  suburban  nonagricul tural 
audiences;   (3)   small   and/or 
low-resource  family  farmers  and 
part-time  family  farmers. 

More  county  professional   staff  time 
was  allocated  in  urban  counties  than 
in  rural   counties,  2.24  work  years 
versus  1.17  work  years  in  the  rural 
counties  sampled.     Also,  more 
paraprofessional   staff  time  was 
available  in  urban  areas--0.69  FTE 
(full-time  equivalent)   compared  to 
0.29  FTE  in  the  rural   counties 
sampled. 

Direct  mail   newsletters,  magazines, 
radio  and  TV,   news  releases, 
bulletins  and  publications,  and 
telephone  calls  are  major  media 
systems  used  by  staff  in  urban 
counties  to  reach  their  clientele. 
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A  questionnaire  was  designed  to  provide 
a  detailed  and  current  picture  of  the 
specific  characteristics  of  clientele 
served  by  the  County  Extension  Service 
Agriculture  and  Natural  Resources 
program.  The  specific  objectives  were 
to  obtain: 


An  estimate  of  the  staff  or  faculty 
person-years  and  paraprofessional- 
years  allocated  to  the  different 
agricultural  and  natural  resources 
clientele  groups  in  the  counties 
sampled  for  1978; 


Information  on  the  type  of  farming 
prevalent  in  the  counties  sampled; 

An  estimate  of  the  number  of  adults 
in  the  counties  sampled  that  are   in 
the  following  categories:  (a)  farm; 
(b)  rural  nonfarm;  (c)  small 
towns--2,500  to  9,999  population; 
(d)  towns--  10,000  to  49,000 
population;  (e)  suburbs  of 
area--50,000  to  299,999  population; 
and  (f)  central  city  of  area-- 
300,000  and  more  population; 

An  estimate  of  the  total  number  of 
farmers  in  various  income  categories 
and  the  number  of  farms  involved  in 
ANR  program  activities  in  1977-78 
from  counties  sampled; 

An  estimate  of  the  racial -ethnic 
composition  of  the  adult  clientele 
from  the  counties  sampled  and  an 
estimate  of  the  total  number  of 
adults  involved  in  ANR  program 
activities  in  1978; 

An  estimate  of  the  importance  the 
county  staff  placed  on  the  various 
clientele  groups,  total  number  of 
adults  in  these  groups,  and  the 
number  involved  in  Extension 
educational  activities  by  county 
staff; 


Information  was  gathered  regarding 
the  various  media  used  by  county 
staff.  Seven  clientele  groups  and 
10  media  were  used  as  guides  in  this 
estimation  procedure.  The  seven 
clientele  groups  were:  commercial 
family  farmers;  small  and/or  low- 
resource  or  part-time  family 
farmers;  agricultural  consultants; 
agribusiness  firms;  other  public 
agencies  or  organizations;  suburban 
agricultural  audiences;  and  suburban 
non-agricultural  audiences.  Media 
included:   (a)  magazines,  (b)  radio 
and  TV,  (c)  bulletins  and  publica- 
tions, (d)  news  releases,  (e)  county 
meetings,  (f)  demonstrations, 
(g)  office  visits,  (h)  farm  visits, 
(i)  telephone  calls,  and  (j)  direct 
mail  newsletters.  The  main  question 
asked  of  county  staff  was:   "What 
percentage  of  your  total  county  ANR 
clientele  do  you  think  are  being 
reached  by  the  following  delivery 
systems?" 
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A  Profile  of  Clientele  Served  by  County 
Agricultural  and  Natural  Resources 
Extension  Staffs 

by 

N.  Paul  Bonell  and  Duane  E.  Erickson  1/ 


Introduction 

The  Cooperative  Extension  Service  is  a 
nationwide  educational  system  that 
includes  the  more  than  50  land-grant 
universities  and  staffs  in  all  counties 
in  the  United  States.  Program  leader- 
ship and  other  assistance  is  provided  at 
the  Federal  level  by  the  Extension 
Service  staff  and  in  each  State  by  the 
State  Cooperative  Extension  Service, 
which,  in  turn,  operate  county  and/or 
area  Extension  programs.  Through  this 
system  of  Federal,  State,  and  county 
cooperation,  local  staff  members  work 
directly  with  farmers,  rural  and  urban 
families,  and  youth  to  solve  problems 
and  help  farmers  realize  opportunities 
in  agriculture.  Extension  clients,  in 
addition  to  farmers  and  their  families, 
are  individuals  who  are  concerned  with 
family  living,  food  and  nutrition, 
natural  resources,  environmental 
quality,  youth  development,  and 
community  development. 

As  part  of  the  Food  and  Agriculture  Act 
of  1977,  Congress  mandated  a  study  to 
obtain  information  about  the  clients 
served  by  county  and  local  agricultural 
and  natural  resources  (ANR)  Extension 
staffs. 


How  the  Study  Was  Made 

There  are  2,678  rural  counties  and  433 
urban  counties  in  the  United  States 
(according  to  the  sample  definition). 
The  700  counties  queried  included  550 


1/  Bonell  is  program  analyst, 

Agricultural  Programs,  Extension 
Service,  U.S.  Department  of 
Agriculture.  Erickson  is  professor 
and  Extension  economist,  Department 
of  Agricultural  Economics,  University 
of  Illinois,  Champaign-Urbana, 
Illinois. 


rural  counties  and  150  urban  counties. 
The  sample  used  was  drawn  by  a  random 
systematic  procedure.  The  actual 
allocation  among  regions  was  on  a 
proportional  basis. 

The  sample  selected  was  obtained  by 
numbering  the  counties  in  the  rural  and 
urban  group  on  a  map  in  a  serpentine 
manner,  calculating  the  sampling 
interval  (n),  selecting  a  random  start 
and  selecting  eyery   (n)th  county  for  the 
sample.  National  implications  only  can 
be  drawn  from  the  counties  sampled. 

Usable  sample  questionnaires  were 
returned  by  562  counties.  The  basic 
results  reported  are  from  these  444 
rural  counties  and  118  urban  counties. 

The  composition  of  the  nationwide 
Extension  organization  reflects  a  great 
deal  of  diversity  because  it  is  tailored 
to  meet  local,  State  and  national  needs. 
To  assure  the  validity  of  sample  data, 
some  degree  of  uniformity  had  to  be 
imposed  on  the  national  sampling  pool. 
Thus,  "one  sampling  unit"  (county 
program)  is  defined  as  an  "independent 
County  Agriculture  and  Natural  Resources 
program."  These  are  usually,  but  not 
necessarily,  geographic  counties.  Some 
effort  was  needed  to  admit  the 
"tailored"  programs  into  the  national 
sampling  pool  on  a  representative 
basis.  Therefore,  52  of  the  State 
Extension  Services  (all  except  Guam  and 
the  Virgin  Islands)  were  contacted  by 
telephone  to  get  a  firm  idea  of  how 
their  county  programs  2/  were  organized. 
As  a  result  of  these  telephone  calls, 
and  for  the  purpose  of  our  sample 


2/  A  county  program  consists  of  the  total 
Extension  educational  effort  with  mass 
media,  meetings,  tours,  bulletins  and 
other  information  as  planned  and 
carried  out  by  county  leadership  with 
clientele  groups. 


validity,  the  following  diverse  types  of 
programs  were  considered  "one  sampling 
unit": 

independent  county  programs, 

split  county  programs  conducted 
independently  of  each  other, 

combined  county  programs, 

indeoendent  programs  on  Indian 
reservations , 

independent  programs  in  cities, 

regional  programs  conducted  across 
county  lines. 

Counties  without  an  active  Agriculture 
and  Natural  Resources  program  during  the 
reporting  period  or  without  an  agent 
qualified  to  answer  the  questionnaire 
were  excluded  from  the  sampling  pool. 


the 


on 


In  order  to  assure  proper  geographic 
distribution  of  the  national  sample, 
country  was  divided  into  the  four 
Extension  regions  (North  Central, 
Northeastern,  Southern,  and  Western) 
a  map  with  each  county  numbered.  County 
programs  in  each  region  were  placed  into 
an  urban  sampling  pool  if  they  were 
listed  as  part  of  a  standard  metropolitan 
statistical  area  3/  of  at  least  300,000 
population.  The  remaining  counties  went 
into  the  rural  sampling  pool.  Each 
sampling  unit  was  given  a  consecutive 
number  within  its  region  in  either  the 
rural  sample  or  the  urban  sample.  These 
numbers  were  matched  with  a  table  of 
random  numbers  to  select  the  sample 
county  programs.  Counties  were  selected 
in  a  random  systematic  manner  starting 
at  the  northeastern  corner  of  each 
region. 


Background  research  yi el 
map"  designation  of  3,11 
programs  (sample  units) 
and  Natural  Resources;  2 
rural  sampling  pool,  and 
urban  sampling  pool.  Al 
are  weighted  with  respec 
numbers.  To  ensure  an  a 
of  completed  ouestionnai 
700  (550  rural'  and  150  u 
were  selected  at  random 
(n)th  county. 


ded  a  total  "on 
1  "county-like" 
in  Agriculture 
,678  in  the 
433  in  the 
1  weighted  means 
t  to  these 
dequate  number 
res,  a  total  of 
rban)  counties 
by  choosing  each 


3/  Statistical  Abstract  of  the  United 
States,  1978,  Appendix  II,  Standard 
Metropolitan  Statistical  Areas  as  of 
December  31,  1977,  pp.  938-944. 


The  actual  allocation  among  regions  was 
on  a  proportional  basis.  Therefore, 
since  the  North  Central  region  has  34.6 
percent  of  the  rural  programs  in  the 
United  States,  34.6  percent  of  the  rural 
sample  was  drawn  from  the  North  Central 
region,  and  so  on.  A  total  of  700 
sample  units  were  selected  and  mailed 
questionnaires.  Eighty  percent  of  the 
total  sample  returned  questionnaires 
(80.7  percent  of  the  rural;  78.7  percent 
of  the  urban.  See  Tables  1  and  2.). 

Results 

The  statistical  methods  used  were 
designed  to  provide  a  picture  of  the 
clients  for  the  average  county 
agriculture  and  natural  resources 
program  on  a  national  basis.  However, 
the  sample  size  is  not  large  enough  to 
draw  any  conclusions  about  the  county 
program  of  any  particular  county,  State, 
or  region  of  the  United  States. 

The  first  item  requested  on  the 
questionnaire  was  the  "type  of  farming 
prevalent  in  your  county."  County  staff 
could  choose  from  18  categories  of 
farming  operations.  These  categories 
were  based  on  the  U.S.  agricultural 
commodities  having  highest  gross 
returns.  Table  3  reports  these  data. 

The  second  question  dealt  with  six  major 
categories  of  clientele  from  the  rural - 
urban  group.  The  categories  were: 
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Table  2  —  Number  and  Percentage  of  Counties  Returning  Usable 
Questionnaires  and  Summarized  by  Region 


Rural 

Urba 

n 

Total 

Extension  Region 

No. 

Pet. 

No. 

Pet. 

No.     Pet. 

Northeastern 

22 

5 

24 

20 

46     8.2 

Southern 

199 

45 

55 

47 

254     45.2 

North  Central 

170 

38 

28 

24 

198     35.2 

Western 

TOTAL 

53 
*4T 

12 
THTT 

11 
TI3 

9 

TDTT 

64     11.4 
55T    100.0 

farm;  rural  nonfarm;  small  towns,  2,500 
to  9,999  population;  towns,  10,000  to 
49,000  population;  suburbs  of  the  area, 
50,000  to  299,999  population;  and 
central  cities  with  a  population  of 
300,000  or  more.  County  staff  were 
asked:  "Please  estimate  the  number  of 
adults  in  six  categories  in  your  county 
in  1978  and  place  the  estimate  in  the 
first  column.  In  the  second  column, 
list  the  total  adults  involved  in  your 
county  Extension  educational  activities 
in  1978.  Make  these  estimates  based  on 
the  most  recent  data  available  to  you." 
Table  4  reports  these  data  on  the  rural  - 
urban  composition  of  adult  Extension 
clientele  in  agricultural  and  natural 
resources  programs. 

The  third  question  asked  was:   "Of  the 
farm  audiences  currently  served  by 
Extension  in  agricultural  production  and 
natural  resources,  place  in  the  first 
column  your  estimate  of  the  total  number 
in  each  income  group  in  your  county  in 
1978.  In  the  second  column,  place  your 
estimate  of  the  total  number  of  farmers 
involved  in  educational  activities  in 
1978  by  income  group."  These  results 


are  reported  in  Table  5,  which  indicates 
that  Extension  served  68  percent  of  the 
total  clientele. 

The  fourth  question  was:   "What  is  the 
racial -ethnic  composition  of  clientele? 
Estimate  the  total  number  and  number  of 
adults  involved  in  Extension  educational 
activities  in  1977-78."  Table  6 
includes  the  racial -ethnic  composition 
of  Extension  clientele  in  1978.  In  the 
counties  sampled,  Extension  serves  about 
15  percent  of  all  groups. 

The  next  question  asked  Extension  staff 
to  rate  the  importance  of  10  specific 
clientele  groups,  the  total  number  in 
those  groups,  and  the  number  involved  in 
Extension  educational  activities.  The 
data  for  the  562  counties  indicate  that 
county  staff  ranked  commercial  family 
farmers,  agricultural  leaders,  small 
and/or  low-resource  family  farmers  and 
part-time  farmers,  and  mass  media 
representatives  as  the  top  four 
categories.  Table  7  presents  the  data 
on  the  clientele  rankings.  Clientele 
definitions  are   included  in  the 
following  discussion. 


Table  3  —  Types  of  Farming  Reported  by  Extension  Agents  in  444  Rural 
and  118  Urban  Counties  in  a  1979  Survey,  Ranked  by 
Prevalence  of  Commodity 


Number 

of 

Percent  of 

Rank 

Commodity 

Counti 

es 

Total  Counties 

1 

Beef 

485 

86.2 

2 

Corn 

398 

70.8 

3 

Hogs 

376 

66.9 

4 

Dairy 

304 

54.0 

5 

Soybeans 

301 

53.5 

6 

Small  Grains 

272 

48.3 

7 

Wheat 

271 

48.2 

8 

Alfalfa 

259 

46.0 

9 

Vegetables 

254 

45.1 

10 

Tree  Fruits 

177 

31.5 

11 

Nursery  and  Ornamentals 

172 

30.5 

12 

Poultry 

152 

27.0 

13 

Sheep 

129 

22.9 

14 

Small  Fruits 

126 

22.4 

15 

Cotton 

66 

11.7 

16 

Rice 

38 

6.0 

17 

Other 

34 

6.0 

Definitions  of  Clientele  Groups 

Commercial  family  farmers  are  assumed 
sell  $20,000  value  of  agricul tural 
products  annually. 


to 


Small  and/or  low-resource  family  farmers 
are  assumed  to  sell  less  than  $20,000 
value  of  agricultural  products. 

Agricultural  consultants  are  defined  as 
those  individuals  who  provide  consulting 
services  for  farmers,  agribusiness  firms 
and  nonagricul tural  firms.  Professional 
farm  managers  are  also  included. 

Agricultural  leaders  are  individuals  who 
provide  leadership  in  organizations, 
fair  boards,  councils  and  advisory 
committees  in  agriculture. 


Agribusiness  firms  are  defined  as 
businesses  supplying  agricultural 
chemicals,  fertilizers,  machinery,  and 
fuel  to  farm  and  farm-related 
businesses.  Firms  in  this  category  may 
also  market  agricultural  products. 

Cooperating  USDA  agencies  include  local 
staff  from  the:  Soil  Conservation 
Service;  Farmers  Home  Administration; 
Crop  and  Livestock  Reporting;  Forest 
Service;  Agricultural  Stabilization  and 
Conservation  Service  and  other  USDA 
agencies. 

Other  public  agencies  or  organizations 
include  State  public  health  agencies, 
units  of  State  and  local  government,  and 
commissions  or  groups  formed  for  the 
publ  ic  welfare. 


Table  4   --  Rural-Urban  Composition   of  Adult  Clientele  -  Extension 
Agricultural    and  Natural   Resources   (ANR)   Educational 
Programs  1/ 


Rural-Urban 

Adults  Invol> 

/ed  in  ANR 

Composition  of 

Adult 

in 

Program  Activities  in 

Adults 

Adul t  CI ientel e 

County 

in 

1978 

1977-78  from 

County  2/ 

Served 

Weighted 

Percent 

Weighted 

Percent 

Average 

of 

Average 

of 

(est.) 

Total 

(est.) 

Total 

Percent 

Farm 

2,332 

4.6 

1,426 

17.8 

61.0 

Rural  nonfarm 

9,582 

19.0 

2,312 

28.8 

24.1 

Small  towns, 

2,500  to  9,999 

popul ation 

6,458 

12.8 

1,228 

15.3 

19.0 

Towns,  10,000 

to  49,999 

popul ation 

10,660 

21.3 

1,278 

15.9 

11.9 

Suburbs  of 

area,  50,000 

to  299,999 

popul ation 

10,765 

21.5 

1,186 

14.8 

11.0 

Central  city, 

300,000+ 

popul ation 

10,439 

20.8 

587 

7.4 

5.6 

TOTAL  50,236  100.0  8,017  100.0  15.9 

\J  Results   for  444   rural    counties   and  118  urban  counties   from  a  total 
sample  of  550  rural    counties   and  150  urban  counties. 

2/  Number  of  adults   involved   in  agricultural    and   natural    resources 
Extension  activities   refers   to  people  participating  one  or  more 
times   in  particular  Extension   education   activities  on   a  direct 
basis.     Those  reached  by  direct  mail    were  included.     Those  reached 
by  radio,   TV  and  other  mass  media  were  excluded. 


Table  5  -  Total   Estimated  Number  of  Farmers  and  the  Number  of  Farmers 
Involved  in  Agriculture  and  Natural   Resources  Extension 
Education  Activities  by  Income  Levels  1/ 


Income  Composition 

of  Clientele  by 

Value  of  Agricultural         Adults  in 

Products  Sold  2/            County  in  1978 

Farmers  Involved 
in  ANR  Program 
Activities  in  1978 
from  County  2/ 

Adults 
Served 

Weighted 
Average 

Percent 
of 
Total 

Weighted 

Average 

(est.) 

Percent 

of  Total 

(est.) 

Percent 

$1,000,000  &  over 

6 

0.5 

4 

0.6 

78 

$100,000  to 
$999,999 

100 

9.1 

82 

11.0 

82 

$40,000  to  $99,999 


220 


19.9 


166 


22.1 


76 


$20,000  to  $39,999 


206 


18.8 


153 


20.4 


74 


$2,500  to  $19,999 


327 


29.8 


224 


30.1 


69 


Less  than  $2,500 


TOTAL 


240 


1,099 


21.9 


100.0 


118 


747 


15.8 


100.0 


49 


68 


1/  444  rural   county  responses  and  118  urban  county  responses  combined. 

y  Definition  of  the  value  of  agricultural   products  sold  is  the  market 
value  of  agricultural   products  sold  from  farms  (before  taxes  and 
expenses)  of  all   agricultural   products  sold  as  defined  in  the  1974 
Census  of  Agriculture.     Crops  and  hays,   nursery  and  greenhouse 
products,  forest  products,  livestock  and  livestock  products,   and 
poultry  and  poultry  products  sold  are  included. 


Table  6  -  Racial -Ethnic  Composition  of  Extension  Clientele  in  1978 


Reported 
Counties 

in  a  Surv 

ey 

of  444 

Rural 

Counties 

and  118 

Urban 

Cl  ientele 

Adu 
County 

Its 

in 

in 
1978 

Ac 

ANR 

lults  Involved  in 
Program  Activities 
in  1977-78  from 
Your  County 

Cl ients 
Served 

Number 
(est.) 

Percent 
(est.) 

Number 
(est.) 

Percent 
(est.) 

Percent 
(est.) 

White  --  not  of 
Hispanic  origin 

40,577 

81.0 

6,558 

87.7 

16.1 

Bl ack  --  not  of 
Hispanic  origin 

6,197 

12.4 

631 

8.4 

10.1 

Hispanic 

2,646 

5.3 

187 

2.5 

7.1 

Asian,  Pacific 
Islanders,  American 
Indian,  Alaskan 
Native  and  Others 

TOTAL 


660 

1.3 

99 

1.4 

15.0 

50,080 

100.0 

7,475 

100.0 

14.9 

Table  7  -  Types  of  Clientele  Served  by  Agricultural  and  Natural 

Resources  County  Programs  in  1977-78,  Reported  by  Extension 
Agents  in  a  1979  Survey,  Ranked  by  Importance  in  Program 

Weighted 
Rank Cl  ientele  Group Average 

1  Commercial  family  farmers  9.0 

2  Agricultural  leaders  8.1 

3  Small  and/or  low-resource  family 

farmers,  part-time  family  farmers  7.9 

4  Mass  media  representatives  6.8 

5  Agribusiness  firms  6.7 

6  Cooperating  USDA  agencies  6.6 
Other  public  agencies  or  organizations  5.1 
Suburban  agricultural  audiences  4.6 

9        Suburban  nonagricul tural  audiences        4.3 
10        Agricultural  consultants  4.3 


Suburban  agricultural  audiences  include 
florists,  small  agricultural  produce 
suppliers,  lending  institution  staffs, 
landscape  and  professional  gardeners, 
turf  grass  specialists,  and  similar 
suburban  audiences  associated  with  plant 
and  animal  growth  and  health. 

Suburban  nonagricultural  audiences 
include  individuals,  home  gardeners, 
businesses,  and  groups  living  in  larger 
population  areas. 

Mass  media  representatives  include 
representatives  of  radio,  television, 
magazines,  newspapers,  and  other 
publications  that  have  large  audiences. 

Table  8  presents  the  estimated  total 
numbers  and  percentages  of  audiences 
served  in  agricultural  and  natural 
resources  Extension  programs.  The  data 
reflect  the  strong  involvement  of 
commercial  family  farmers,  small  and/or 
low-resource  family  farmers,  part-time 
family  farmers  ($20,000  or  less), 
agricultural  leaders,  agricultural 
consultants,  and  mass  media 
representatives. 


The  next  item  on  the  questionnaire  asked 
respondents:  "Please  indicate  the  staff 
or  faculty  person-years  and  para- 
professional  years  allocated  to  the 
different  agricultural  and  natural 
resources  clientele  groups  in  your 
county  or  counties  in  1978."  A  total  of 
1.79  full-time  equivalents  was  allocated 
to  ANR  clientele.  In  addition,  .34 
full-time  equivalent  of  paraprofessional 
time  was  allocated  to  ANR  programs  per 
county  surveyed.  Table  9  provides  the 
data  regarding  this  question. 


The  final  question  in  the  nine-page 
survey  was:  "What  percentage  of  your 
total  county  ANR  clientele  do  you  think 
are  being  reached  by  the  following 
delivery  systems?"  Results  (Table  10) 
indicate  that  69.9  percent  of  commercial 
family  farmers  receive  most  information 
by  direct  mail  newsletters.  News 
releases  reach  61  percent  of  the 
commercial  family  farmers;  radio  and 
television,  58.5  percent;  and  magazines, 
56.6  percent.  Bulletins  and 
publications  --  which  reach  51.5 
percent  --  were  estimated  to  be  the  next 
best  information  system  for  commercial 
family  farmers. 

Small  and/or  low-resource  family  farmers 
and  part-time  family  farmers  were 
reached  most  frequently  by:  radio  and 
television,  51.6  percent;  news  releases, 
49.9  percent;  bulletins  and  publica- 
tions, 41.8  percent;  and  direct  mail 
newsletters,  58  percent. 

Agribusiness  consultants  were  reached 
most  frequently  by:  direct  mail 
newsletters,  51  percent;  magazines,  49.8 
percent;  news  releases,  46.4  percent; 
bulletins  and  publications,  46  percent; 
radio  and  television,  42.8  percent;  and 
telephone  calls,  40.8  percent. 

Agribusiness  firms  are  reached  by: 
direct  mail  newsletters,  64.2  percent; 
magazines,  59.5  percent;  news  releases, 
58.4  percent;  bulletins  and  publica- 
tions, 56.7  percent;  telephone  calls, 
55.1  percent;  and  radio  and  television, 
53.1  percent. 


Tabl e  8  -  Estimated  Total  Numbers  of  Adults  Involved  in  ANR  County 


Program  Activities, 

Reported 

by 

Extension 

Agents   in 

1979 

Survey,   by 

Type  of 

Audience 

Served 

Adults    in 

Adults   Invol 

ved   in 

Coun 

ty   in 

ANR 

Program 

Activities 

Adults 

Audience 

1977-78 

in 

1977-78 

ir 

i  County 

Served 

Weighted 

Percent 

1 

Weighted 

Percent 

Average 

of 

t 

Average 

of 

Percent 

(est.) 

Total 

(est.) 

Total 

(est.) 

Suburban  non- 

agricul tural 

audiences 

25,156 

86.90 

3,369 

67.5 

13.3 

Suburban   agri- 

cultural   audiences 

1,378 

4.70 

335 

6.7 

24.2 

Small    and/or  low- 

resource  family 

farmers,   part-time 

family   farmers 

($20,000  or  less) 

809 

2.70 

470 

9.4 

58.0 

Commercial    family 

farmers 

855 

3.10 

606 

12.1 

70.8 

Agricultural    leaders 

75 

.30 

65 

1.3 

86.7 

Other  public  agencies 

or  organizations 

185 

.60 

40 

.8 

21.8 

Agribusiness   firms 

416 

1.40 

40 

.8 

9.6 

Agricul tural 

consultants 

25 

.08 

14 

.2 

56.2 

Mass  media 

representatives 

49 

.10 

40 

.8 

81.6 

Cooperating  USDA 

agencies 

17 

.06 

12 

.2 

70.6 

TOTAL  28,965   100.00      4,991     100.0      17.2 


10 


Table  9  -  Staff  and  Paraprofessionals  Allocated,  by  Clientele  for 

Agricultural  and  Natural  Resources  Programs,  as  Reported  by 
Extension  Agents  in  1979  Survey 


CI  ientele 


County  Professional 
Staff  or  Faculty 

Percentage 
Full-time        of  total 
Equivalent     staff  time 
(est.)  (est.) 


Paraprofessionals 
Percentage 
Full-time       of  total 
Equivalent  staff  time 
(est.)  (est.) 


Years 


Pet. 


Commercial  family 
farmers 

.61 

34 

Suburban  nonagri- 
cultural  audiences 

.20 

11 

Small  and/or  low- 
resource  family 
farmers,  part-time 
family  farmers 
($20,000  or  less) 

.37 

21 

Suburban  agricultural 
audiences 

.12 

6 

Agricultural  leaders 

.12 

7 

Mass  media 
representatives 

.08 

4 

Agribusiness  firms 

.09 

5 

Other  public  agencies 

.07 

4 

Cooperating  USDA 
agencies 

.08 

4 

Agricultural 
consultants 

.05 

3 

TOTAL 

1.79 

100 

Years 


.05 


.10 


14 


,02 


* 

.01 


Pet. 


15 


29 


41 

7 
1 


,341 


100 


*Less  than    .01  years  or  less  than  1  percent, 
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Other  public  agencies  or  organizations 
are  reached  by  the  following  information 
systems:  news  releases,  46  percent; 
radio  and  television,  41.9  percent; 
telephone  calls,  40.8  percent;  and 
direct  mail  newsletters,  40.5  percent. 

Suburban  agricultural  audiences  are 
reached  most  frequently  by:  news 
releases,  40.2  percent;  radio  and 
television,  39.5  percent;  magazines, 

34.6  percent;  and  bulletins  and 
publications,  35.1  percent. 

Suburban  nonagricul tural  audiences  are 
reached  by:  radio  and  television,  36.7 
percent;  news  releases,  35.4  percent; 
and  telephone  calls,  23.9  percent. 

Rural  Sample  Results 

Table  11  presents  the  types  of  farming 
prevalent  in  the  444  rural  counties. 
Beef,  corn,  hogs,  dairy,  soybeans,  small 
grains,  wheat,  alfalfa  and  vegetables 
were  listed  by  Extension  agents  for  more 
than  45  percent  of  the  total  counties. 
Beef,  corn,  hogs,  and  dairy  were  listed 
for  more  than  52  percent.  Beef  farming 
was  listed  for  89.8  percent  and  corn  for 
70.5  percent. 

Agents  in  rural  counties  indicated  farm 
and  rural  nonfarm  adults  accounted  for 

41.7  percent  of  the  24,050  adults  per 
county.  In  total,  survey  results 
suggest  that  24  percent  of  all  adults  in 
rural  counties  are  being  served  by 
agricultural  and  natural  resources 
programs.  Table  12  presents  the  county 
Extension  staff  estimated  percentages  of 
adults  being  served. 


The  total  estimated  numbers  of  farmers 
involved  in  agriculture  and  natural 
resources  Extension  education  activities 
by  income  levels  in  1978  is  reported  in 
Table  13.  Extension  serves  approxi- 
mately 70  percent  of  those  earning 
$2,500  or  more  (value  of  agricultural 
products  sold).  More  than  75  percent  of 
the  clientele  who  sell  between  $20,000 
and  $999,999  value  of  agricultural 
products  are  estimated  to  be  served 
by  agricultural  and  natural  resources 
Extension  programs.  In  total,  Extension 
serves  68.4  percent  of  farmers  in  the 
444  rural  counties. 


The  racial -ethnic  composition  of  all  ANR 
Extension  clientele  in  the  1979  survey 
of  the  444  rural  counties  is  shown  in 
Table  14.  In  total,  whites  not  of 


Hispanic  origin  made  up 
the  total  adults  in  the 
percent  of  total  number 
involved  in  1977-78  ANR 
activities. 


86  percent  of 
county  and  88.6 
of  adults 
county  program 


Blacks  not  of  Hispanic  origin  made  up 
9.4  percent  of  the  total  number  of 
adults  in  the  county  and  7.6  percent  of 
total  adults  involved  in  ANR  program 
activities  in  1977-78.  In  comparison, 
Extension  ANR  programs  served  19.4 
percent  of  the  total  number  of  Blacks  in 
the  rural  counties. 

Hispanics  made  up  3.1  percent  of  the 
total  population  and  2.0  percent  of  the 
total  number  of  adults  involved  in  ANR 
Extension  programs.  ANR  programs  serve 
approximately  15.5  percent  of  the  total 
Hispanic  population.  Asian,  Pacific 
Islanders,  American  Indians,  Alaskan 
natives  and  others  made  up  less  than  2 
percent  of  the  total  population  involved 
in  ANR  Extension  activities.  The 
programs  served  28  percent  of  the  total 
racial -ethnic  population. 
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Table  11  -  Types  of  Farming  Prevalent  in  the  Rural  Counties  Returning 

Completed  Questionnaires  in  1979  Extension  Service  Survey  of 
550  Rural  Counties  and  150  Urban  Counties  1/ 


Counties         Percentage  of 
Rank        Commodity         Reporting  Commodity    Total  Counties 


No.  Pet. 

89.8 
70.5 
70.2 
54.5 
52.0 
49.7 
48.8 
48.2 
37.8 
28.3 
24.7 
22.9 
21.2 
18.7 
12.2 
6.5 
46.2 

1/  444  were  returned  from  rural  counties  and  118  were  returned  from 
urban  counties. 


1 

Beef 

399 

2 

Corn 

313 

3 

Hogs 

312 

4 

Soybeans 

242 

5 

Dai  ry 

231 

6 

Small  Grains 

221 

7 

Wheat 

217 

8 

Alfalfa 

214 

9 

Vegetables 

168 

10 

Tree  Fruits 

126 

11 

Poultry 

110 

12 

Sheep 

102 

13 

Nursery  and  Ornamentals 

94 

14 

Small  Fruits 

83 

15 

Cotton 

54 

16 

Rice 

29 

17 

Other  Commodities 

205 

'••• 


Table  12  -  Rural -Urban  Composition  of  Adult  Clientele-Extension 


Agricultural    and  Natural   R< 

^sources  (ANR) 

Educational 

Programs 

1/ 

Rural -urban 

Adults 

in 

Adults  Invol 

ved  in 

Composition  of 

County 

in 

ANR  from  County  Program 

Clients 

Adult  Clientele 

1978 

Activities  ir 

l  1977-78 

Served 

Weighted 

Percent 

Weighted 

Percent 

Average 

of 

Average 

of 

Percent 

(est.) 

Total 

(est.) 

Total 

(est.) 

Farm 

2,294 

9.5 

1,421 

24.6 

61.9 

Rural   nonfarm 

7,740 

32.2 

1,962 

34.0 

25.3 

Small   towns, 

2,500  to  9,999 

population 

4,845 

20.1 

1,053 

18.2 

21.7 

Towns,  10,000  to 

49,999 

5,080 

21.1 

829 

14.4 

16.3 

Suburbs  of  areas, 

50,000  to  299,999 

population 

4,091 

17.1 

507 

8.8 

12.4 

TOTAL 

24,050 

100.0 

5,773 

100.0 

24.0 

1/  Results  from  444  rural   counties  19/9  from  a  sample  of  550  rural 
counties. 
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Table  13   -  Total    Estimated  Numbers  of  Farmers   Involved   in  Agriculture 


and  Natu 

ral   Resources   Extension  Education  Activities 

by 

Income  Levels  1/ 

Income  Composition 

of  CI  i  en  tele  by 

Value  of 

Farmers   in 

Farmers   Involved   in 

Agricul  tural 

County   in 

ANR  Program 

Activities 

Farmers 

Products  Sold  2/ 

1978 

in  1977-78 

from  County 

Served 

Percent 

Percent 

Weighted           of 

Weighted 

of 

Average        Total 

Average 

Total 

Percent 

(est.)         (est.) 

(est.) 

(est.) 

(est.) 

$1,000,000  &  over 

6           0.5 

4 

0.5 

72.8 

$100,000  to 

$999,999 

102            9.4 

82 

11.1 

80.9 

$40,000  to  $99,999 

228         21.1 

171 

23.1 

75.2 

$20,000  to  $39,999 

198         18.3 

151 

20.5 

76.0 

$2,500  to  $19,999 

324         30.0 

226 

30.6 

69.7 

Less   than  $2,500 

222         20.7 

104 

14.2 

46.8 

TOTAL 


1,080       100.0 


738 


100.0 


68.4 


1/  444   rural    county   responses  out  of  a  1979   sample  of  550  rural 
counties. 

2/  Definition  of  the  value  of  agricultural    products   sold   is   the  market 
value  of  agricultural    products   sold  from  farms   (before   taxes   and 
expenses)   of  all    agricultural    products  sold  as  defined  in  the  1974 
Census   of  Agriculture.     Crops   and   hay,   nursery   and  greenhouse 
products,   forest  products,   livestock   and   livestock   products,   and 
poultry  and  poultry  products   sold   are   included. 


L6 


Table  14  -  Racial -Ethnic  Composition  of  All  Extension  Clientele  in  the 
1978  Survey  of  444  Rural  Counties  1/ 


CI ientele 


Adults  Involved  in 
Adults  in    ANR  Program  Activities   Clients 
County  in  1978   in  1977-78  in  County    Served 


Number 
(est.) 

Percent 
(est.) 

Number 
(est.) 

Percent 
(est.) 

Percent 
(est.) 

White  --  not  of 
Hispanic  origin 

19,486 

86.0 

4,828 

88.6 

24.8 

Black  --  not  of 
Hispanic  origin 

2,132 

9.4 

416 

7.6 

19.4 

Hispanic 

703 

3.1 

109 

2.0 

15.5 

Asian,  Pacific 
Islanders,  American 
Indian,  Alaskan 
Native  and  Others 

336 

1.5 

94 

1.8 

28.0 

TOTAL 

22,657 

100.0 

5,447 

100.0 

24.0 

1/  444  counties  out  of  a  1979  sample  of  550  rural  counties. 
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Table  15  shows  the  ranking  of  adult 
Extension  clientele  by  county  staff 
according  to  their  importance  in  the  ANR 
county  programs  in  1978.  The  top  four 
ranked  clientele  were:  commercial 
family  farmers;  agricultural  leaders; 
small  and/or  low-resource  family 
farmers,  part-time  family  farmers;  and 
mass  media.  Agribusiness  firms, 
cooperating  USDA  agencies  or  organiza- 
tions, and  other  public  agencies  or 
organizations  received  a  weighted 
average  rating  greater  than  5.  Suburban 
agricultural  audiences,  agricultural 
consultants,  and  suburban  non- 
agricultural  audiences  received  ratings 
between  4.0  and  4.3.  All  10  audiences 
were  in  the  rating  scale  between  4.0  and 
9.0. 


The  estimated  total  number  of  adults  by 
audience  or  clientele  group  for  1978  is 
presented  in  Table  16.  The  number  of 
adults  involved  in  ANR  activities 
differs  from  the  number  of  farmers. 
Adults  can  include  husbands,  wives, 
adult  family  members  and  hired  labor. 
Extension  staff  indicate  that  each 
clientele  group  makes  up  a  higher 
percentage  of  its  Extension  program  than 
it  does  the  population  of  its  county. 
This  does  not  include  suburban  non- 
agricultural  audiences.  More  than  71 
percent  of  the  commercial  family  farmers 
are  participating  in  Extension  ANR 
programs.  The  percentage  ranges  from 
34.6  of  the  suburban  agricultural 
audience  to  a  high  of  87.2  for 
agricultural  leaders.  The  county  staff 
indicated  that  ANR  Extension  programs 
serve  28.7  percent  of  all  adult 
cl ientele. 


Table  15  -  Ranking  of  Adult  Extension  Clientele  by  County  Staff 

According  to  Their  Importance  in  ANR  County  Programs  in  1978 
(444  Rural  Counties  in  1979) 


Rank 


Cl ientele  Group 


Weighted  Average1 


1 

2 

3 

4 
c;< 
6 
7 

8 
9 

10 


Commercial  Family  Farmers 

Agricultural  Leaders 

Small  and/or  Low-Resource  Family 

Farmers,  Part-time  Family  Farmers 
Mass  Media  Representatives 
Agribusiness  Firms 
Cooperating  USDA  Agencies 
Other  Public  Agencies  or 

Organizations 
Suburban  Agricultural  Audiences 
Agricultural  Consultants 
Suburban  Nonagricul tural  Audiences 


9.0 
8.1 

7.9 
6.8 
6.7 
6.7 

5.0 
4.3 
4.3 
4.0 


'Scale  10  =  High,  0  =  Low 


lft 


Table  16 


Estimated  Total   Numbers  of  Adults,  by  Audience,   and  Adults 


Involved 

in  ANR  County  Program  Activities,  Responses 

from 

444  Rura1 

Counties 

Out  of  ! 

550 

Rural   Counties  Sampled 

in  1979 

Adults 

in 

i 

Adults  Involved  in 

CI  ientele 

County 

in 

ANR  Program  Activities 

Adults 

Group 

1978 

in 

1977-78  from  County 

Served 

Percent 

Percent 

Weighted 

of 

Weighted            of 

Average 

Total 

Average          Total 

Percent 

(est.) 

(est.) 

(est.)           (est.) 

(est.) 

Suburban  non- 

agricultural 

audiences 

9,715 

78.7 

2,041             57.4 

21.0 

Commercial    family 

farmers 

842 

6.9 

605             17.0 

71.9 

Small   and/or  low- 

resource  family 

farmers,  part-time 

family  farmers 

($20,000  or  less) 

760 

6.1 

444             12.5 

58.4 

Suburban  agri- 

cultural 

audiences 

765 

6.3 

265               7.5 

34.6 

Agricultural 

leaders 

72 

.5 

63               1.8 

87.2 

Mass  media 

representatives 

49 

.3 

42               1.2 

85.7 

Agribusiness  firms 

56 

A 

36               1.0 

64.3 

Other  public 

agencies  or 

organizations 

86 

.6 

35                1.0 

40.4 

Agricultural 

consultants 

15 

.1 

11                 .3 

73.3 

Cooperating  USDA 

agencies 

16 

.1 

11                 .3 

68.8 

TOTAL 

12,376 

100.0 

3,553           100.0 

28.7 
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Table  17   -  Staff  and  Paraprofessional s  Allocated   to  Different 


Agricultural  and  Natural  Resources  CI  i 
Rural  Counties  Out  of  the  550  Counties 

entele  from 
Sampled  in 

the  444 
1979 

County  Pro 
Staff  or 

fessional 
Faculty 

Paraprol 

"essional s 

CI  ientele 

Ful 1 -time 
Equival ent 

Percentage 

of  total 

staff  time 

Ful  1  -time 
Equival ent 

Percentage 

of  total 

staff  time 

Commercial  family 
farmers 

Suburban  nonagri- 
cultural  audiences 

Years 
(est.) 

.59 

.16 

Pet. 
(est.) 

35 

9 

Years 
(est.) 

.04 

.07 

Pet. 
(est.) 

15 

24 

Small    and/or  low- 
resource  family 
farmers,   part-time 
family  farmers 
($20,000  or  less)  .38  22  .13  47 

Suburban  agricultural 


audiences 

.10 

6 

Agricultural  leaders 

.12 

7 

Mass  media 

representatives 

.08 

4 

Agribusiness  firms 

.09 

5 

Other  public  agencies 

.07 

4 

Cooperating  USDA 

agencies 

.09 

5 

Agricul  tural 

consul tants 

.05 

3 

TOTAL 

1.73 

100 

*Less   than   .01  man-year  equivalent, 


.01 

4 

.01 

4 

* 

1 

* 

1 

.01 

2 

1 

.286  100 
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Allocation  of  staff  time  to  various 
clientele  reveals  that  county 
professional  staff  spend  35  percent  of 
their  time  with  commercial  family 
farmers.  In  comparison,  47  percent  of 
paraprofessionals'  staff  time  (Table  17) 
is  given  to  small  and/or  low-resource 
family  farmers,  part-time  family  farmers 
with  $20,000  or  less  in  sales.  Suburban 
nonagricultural  audiences  receive  the 
next  largest  percentage  of  para- 
professional  time  (24  percent). 


About  66  percent  of  county  professional 
staff  time  is  spent  with  three  clientele 
groups:  (1)  commercial  family  farmers; 
(2)  suburban  nonagricultural  audiences; 
and  (3)  small  and/or  low-resource  family 
farmers.  The  remaining  seven  clientele 
groups  all  receive  less  than  7  percent 
of  county  professional  staff  time. 

Table  18  reports  the  results  of 
estimates  by  Extension  staff  in  444 
counties  of  the  use  of  various  informa- 
tion methods  in  reaching  clientele 
groups.  The  survey  indicates  that 
commercial  family  farmers  are  best 
reached  by:  (1)  direct  mail  newsletters, 
69.1  percent;  (2)  news  releases,  63 
percent;  (3)  radio  and  TV,  60.6 
percent;  (4)  magazines,  57.2  percent; 
and  (5)  bulletins  and  publications,  51.5 
percent.  For  small  and/or  low-resource 
family  farmers,  part-time  family 
farmers,  the  media  split  is:  (T)  direct 
mail  newsletters,  58.3  percent; 

(2)  radio  and  TV,  53.4  percent; 

(3)  news  releases,  41.9  percent;  and 

(4)  magazines,  39.5  percent. 

Agricultural  consultants,  the  survey 
indicates,  are  best  reached  by: 
(1)  direct  mail  newsletters,  50.6 
percent;  (2)  magazines,  49.9  percent; 

(3)  news  releases,  47.5  percent;  and 

(4)  bulletins  and  publications,  45.6 
percent.  For  agribusiness  firms,  the 
best  methods  are:     ( 1)  direct  mail 


newsletters,  63.9  percent; 
(2)  magazines,  60.6  percent;  (3)  news 
releases,  60.4  percent;  (4)  telephone 
calls,  56.1  percent;  (5)  bulletin  and 
publications,  57.4  percent;  and 
(6)  radio  and  TV,  55.1  percent. 

The  survey  showed  that  other  public 
agencies  or  organizations  in  rural 
counties  were  estimated  to  be  reached 
by:  (1)  news  releases,  47.3  percent; 

(2)  radio  and  TV,  43.4  percent; 

(3)  telephone  calls,  41.5  percent; 

(4)  direct  mail  newsletters,  41.3 
percent;  (5)  bulletins  and  publications, 
36.4  percent;  and  (6)  magazines,  35.9 
percent. 


Suburban  agricultural  audiences  learned 
about  Extension  programs  through 

(1)  news  releases,  40.3  percent; 

(2)  radio  and  TV,  39.9  percent; 

(3)  bulletins  and  publications,  34.8 
percent;  (4)  magazines,  33.7  percent; 

(5)  telephone  calls,  30.2  percent;  and 

(6)  direct  mail  newsletters,  29.2 
percent.  For  suburban  nonagricultural 
audiences  in  rural  counties  the  best 
media  were:  (1)  radio  and  TV,  37.6 
percent;  (2)  news  releases,  35  percent; 

(3)  bulletins  and  publications, 
telephone  calls,  23.9  percent;  and 

(4)  magazines,  20.8  percent. 

Urban  Sample  Results 

A  total  of  118  urban  counties  out  of  the 
150  sampled  returned  usable  question- 
naires. Types  of  farms  reported  by  this 
sample  differed  from  the  rural  sample. 
Half  or  more  of  the  urban  counties 
reported  vegetables,  beef,  corn,  nursery 
and  ornamentals,  dairy,  hogs  and 
soybeans  as  the  most  prevalent  types  of 
farming.  Beef  and  vegetable  farms  both 
appeared  in  72.8  percent  of  the  urban 
sample.  (Table  19) 
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Table  19  -  Types  of  Farming  Prevalent  in  the  118  Urban  Counties 
Returning  Completed  Questionnaires  in  1979 


Rank 


Commodity 


Counties 

Percentage  of 

Reporting  Commodity 

Total  Counties 

No. 

Pet. 

86 

72.8 

86 

72.8 

85 

72.0 

78 

66.1 

73 

61.8 

64 

54.2 

59 

50.0 

54 

45.7 

51 

43.2 

51 

43.2 

45 

38.1 

43 

36.4 

42 

35.5 

27 

22.8 

16 

13.5 

12 

10.1 

9 

7.6 

55 

46.6 

1  Vegetables 

1  Beef 

2  Corn 

3  Nursery  and  Ornamentals 

4  Dairy 

5  Hogs 

6  Soybeans 

7  Wheat 

8  Tree  Fruits 

8  Small  Grains 

9  Al  f  al  fa 

10  Small  Fruits 

11  Poultry 

12  Sheep 

13  Other  Livestock 

14  Cotton 

15  Rice 

No  Rank     Other  Commodities 


Rural   and  urban  counties  differed  in  the 
estimated  total   number  of  adults.     Rural 
counties  had  an  average  of  24,050  total 
adults  compared  to  an  average  of  212,238 
in  the  118  urban  counties  sampled.     The 
estimated  numbers  of  adults  served  by 
ANR  Extension  programs  in  urban  counties 
was  21,901  compared  to  5,773  adults  in 
the  rural   counties. 


In  total,  ANR  Extension  programs  serve 
56  percent  of  farm  adult  clientele  in 
the  urban  counties  sampled.     In  urban 
counties,  agriculture  and  natural 
resources  programs  serve  more  than  10 
percent  of  the  estimated  total   popula- 
tion of  212,238  adult  clientele  in 
clientele  categories.     (Table  20) 
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Table  20   -  Rural-Urban  Composition  of  Adult  Clientele  Involved   in 
Extension  Agricultural    and  Natural    Resources   Educational 
Programs   (Results   reported   for  118  urban  counties   from  a 
1979   sample  of  150  urban  counties.)    1/ 


Rural-urban 

Adults 

in 

Adults  Involved  in 

Composition  of 

County 

in 

ANR  from  County  Program 

CI ients 

Adult  Clientele 

1978 

Activities 

in  1977-78 

Served 

f 

5ercent 

Percent 

Weighted 

of 

Weighted 

of 

Average 

Total 

Average 

Total 

Percent 

(est.) 

(est.) 

(est.) 

(est.) 

(est.) 

Farm 

2,606 

1.2 

1,459 

6.7 

56.0 

Rural  nonfarm 

20,978 

9.8 

4,478 

20.5 

21.3 

Small  towns, 

2,500  to  9,999 

population 

16,438 

7.7 

2,305 

10.5 

14.0 

Towns,  10,000  to 

49,999 

45,171 

21.2 

4,060 

18.5 

8.9 

Suburbs  of  areas, 

50,000  to  299,999 

popul ation 

52,042 

24.6 

5,385 

24.6 

10.3 

Central  city 

area,  300,000 

population 

75,003 

35.5 

4,214 

19.2 

5.6 

TOTAL 


212,238       100.0 


21,901 


100.0 


10.3 


\J  Number  of  adults   involved   in   agricultural    and   natural    resources 
Extension   activities   refers   to  people  participating  one  or  more 
times   in  particular  Extension   educational    activities   on   a  direct 
basis.     Those   reached  by  direct  mail    are   included.     Those   reached 
by  radio,   TV  and  other  mass   media   are  excluded. 
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Table  21  shows  the  estimated  numbers  of 
farmers  involved  in  agriculture  and 
natural   resources  Extension  education 
activities  by  income  levels  for  the  118 
urban  counties  reporting.     Income  groups 
with  more  than  81.9  percent  of  the 
$40,000  value  of  agricultural    products 
sold  were  involved  in  Extension 
programs.     In  the  urban  counties, 
Extension  programs  served  67.2  percent 
of  the  groups.     Nearly  60  percent  of 
those  with  less  than  $20,000  in  value  of 
agricultural   products  sold  were  involved 
in  1977-78  ANR  Extension  program 
activities,   it  was  estimated. 

Urban  counties  served  a  lower  percentage 
of  all   ethnic  groups  than  rural 
counties.     The  estimated  number  of 
adults  served  per  county  is  20,449  in 
the  118  urban  counties  compared  with 
5,447  in  the  444  rural   counties.     In 
total,  9.2  percent  of  the  total   adults 
are  being  served  by  ANR  Extension 
programs  in  urban  counties.     (Table  22) 

Table  23  shows  how  county  staff  ranked 
adult  clientele  in  118  urban  counties. 
In  the  top  five  positions  were: 
commercial   family  farms;  agricultural 
leaders;  small   and/or  low-resource 
family  farmers,  part-time  family 
farmers;  mass  media  representatives; 
and  cooperating  USDA  agencies.     All   10 
clientele  groups  had  mean  ratings  of 
4.3  or  above. 

ANR  Extension  differentiated  more 
specific  clientele  into  10  groups  to 
estimate  the  total   number  of  adults 
involved  in  urban  county  programs.     In 
total,  10.5  percent  of  the  131,568 
adults  in  the  10  clientele  groups  were 
estimated  as  being  involved  in  ANR 
Extension  activities.     About  56.4 
percent  or  more  of  the  commercial   family 
farmers,   agricultural    leaders,  and  small 
and/or  low-resource  family  farmers  and 
part-time  farmers  participated  in 
Extension  programs.     (Table  24) 


Staff  and  paraprofessional s  in  urban 
counties  spent  65.8  percent  of  their 
time  with  commercial    family  farmers, 
suburban  nonagricul tural   audiences  and 
small    and/or  low-resource  family  farmers 
and  part-time  family  farmers.     Para- 
professional  staff  spent  more  time  with 
suburban  nonagricul tural    audiences  (40.7 
percent)   compared  to  rural   counties 
(24  percent).     More  county  professional 
staff,  2.243  FTE,  was  available  in  urban 
counties  sampled  versus  1.17  FTE  in  the 
rural   counties  sampled.     Also,  more 
paraprofessional   staff  time  was 
available  in  urban  areas:      .691  FTE 
compared  to   .286  FTE  in  the  rural 
counties  sampled.     (Table  25) 

Clientele  being  reached   (Table  26)   by 
the  various  media  in  urban  counties 
showed  similar  estimated  effective 
contact  compared  to  rural   counties: 

Commercial   family  farmers  were  informed 
Fyl     (1)   direct  mail    newsletters,  74.8 
percent;   (2)  magazines,  52.6  percent; 
(3)   bulletins  and  publications,  51.6 
percent;   (4)   news  releases,  49.1 
percent;   and   (5)   radio  and  TV,  45.7 
percent. 

Small   and/or  low-resource  family 
farmers,  part-time  family  farmers 
learned  about  Extension  programs 
through:     (1)   direct  mail   newsletters, 

55.6  percent;    (2)   news  releases,  41.6 
percent;   (3)  bulletins  and  publications, 

40.7  percent;    (4)   radio  and  TV,  40.4 
percent;   and  (5)  magazines,  37.4 
percent. 

Agricultural   consultants  were  informed 
^y:     (1)   direct  mail    newsletters,  53.3 
percent;    (2)  magazines,  49  percent; 
(3)   bulletins  and  publications,  48.6 
percent;   and   (4)   news  releases,  39 
percent. 


25 


Table  21  -  Total  Estimated  Numbers  of  Farmers  Involved  in  Agriculture 
and  Natural  Resources  Extension  Education  Activities  by 
Income  Levels  1/ 


Income  Composition 
of  CI  ientele  by 


Value  of 

Farmer 

s  in 

Farmers  Involved  in 

Agricultural 

County 

in 

ANR  Program 

Activities 

Farmers 

Products  Sold  2/ 

1978 

in  1977-78 

from  County 

Served 

Percent 

Percent 

Weighted 

of 

Weighted 

of 

Average 

Total 

Average 

Total 

Percent 

(est.) 

(est.) 

(est.) 

(est.) 

(est.) 

$1,000,000  &  over 

9 

0.8 

8.7 

1.1 

93.5 

$100,000  to 

$999,999 

95 

7.8 

83.0 

10.1 

87.6 

$40,000  to  $99,999 

165 

13.5 

135.3 

16.4 

81.9 

$20,000  to  $39,999 

259 

21.2 

167.0 

20.4 

64.4 

$2,500  to  $19,999 

340 

27.9 

218.0 

26.4 

64.1 

Less  than  $2,500 

353 

28.8 

211.0 

25.6 

59.6 

TOTAL 

1,221 

100.0 

823.0 

100.0 

67.2 

1/  118  urban  counties  responded  out  of  a  1979  sample  of  150  urban 
counties. 

2/  Definition  of  the  value  of  agricultural  products  sold  is  the  market 
value  of  agricultural  products  sold  from  farms  (before  taxes  and 
expenses)  of  all  agricultural  products  sold  as  defined  in  the  1974 
Census  of  Agriculture.  Crops  and  hay,  nursery  and  greenhouse 
products,  forest  products,  livestock  and  livestock  products,  and 
poultry  products  sold  are  included. 
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Table  22  -  Racial -Ethnic  Composition  of  All  Extension  Clientele  in  the 
1978  Survey  of  118  Urban  Counties  1/ 


Adults  Involved  in 
Adults  in    ANR  Program  Activities   Clients 
Clientele  County  in  1978   in  1977-78  in  County    Served 


Number 

Percent 

Number 

Percent 

Percent 

(est.) 

(est.) 

(est.) 

(est.) 

(est.) 

White  --  not  of 

Hispanic  origin 

173,806 

78.1 

17,671 

86.4 

10.2 

Black  --  not  of 

Hispanic  origin 

31,339 

14.1 

1,966 

9.6 

6.2 

Hispanic 

14,608 

6.6 

671 

3.3 

4.5 

Asian,  Pacific 
Islanders,  American 
Indian,  Alaskan 
Native  and  Others 

TOTAL 

1/  118  counties  out  of  a  19/9  sample  of  150  rural  counties. 


2,665 

1.2 

141 

.7 

5.3 

222,418 

100.0 

20,449 

100.0 

9.2 
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Table  23  -  Ranking  of  Adult  Extension  Clientele  by  County  Staff 

According  to  Their  Importance  in  ANR  County  Programs  in  1978 
(118  Urban  Counties  in  1979) 


Rank  Clientele  Group  Mean  Rating  1/ 


1  Commercial  Family  Farmers  9.1 

2  Agricultural  Leaders  7.7 

3  Small  and/or  Low-Resource  Family 

Farmers,  Part-time  Family  Farmers  7.4 

4  Mass  Media  Representatives  6.5 

5  Cooperating  USDA  Agencies  6.4 

6  Suburban  Agricultural  Audiences  6.3 

7  Agribusiness  Firms  6.3 

8  Suburban  Nonagricultural  Audiences  5.9 

9  Other  Public  Agencies  or 

Organizations  5.1 

10  Agricultural  Consultants  4.3 

1/  Scale  10  =  High,  0  =  Low 
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Table  24  -  Estimated  Total   Numbers  of 

Ad  i 

jits,   by  Aud 

ience,   and  , 

Adults 

Involved 

in  ANR  County  Program  Activities 

,   Responses 

from 

118  Urban  Counties 

Out  of  ] 

L50 

Urban  Count 

ies  Sampled 

in  1979 

Adults   Invol 

ved  in 

CI  i  en  tele 

Adults 

;   in 

ANR  Program  Activities 

Adults 

Group 

County  ir 

i   1978 

in 

1977-78  from  County 

Served 

Percent 

Percent 

Weighted 

of 

Weighted 

of 

Average 

Total 

Average 

Total 

Percent 

(est.) 

(est.) 

(est.) 

(est.) 

(est.) 

Suburban  non- 

agricultural 

audiences 

120,657 

91.7 

11,581 

83.5 

9.5 

Suburban  agri- 

cultural 

audiences 

5,170 

3.9 

764 

5.5 

14.7 

Small    and/or  low- 

resource  family 

farmers,   part-time 

family  farmers 

($20,000  or  less) 

1,116 

.8 

630 

4.5 

56.4 

Commercial    family 

farmers 

938 

.7 

609 

4.4 

64.9 

Agricultural 

leaders 

91 

.1 

79 

.6 

86.7 

Other  public 

agencies  or 

organizations 

795 

.6 

76 

.5 

9.4 

Agribusiness  firms 

2,638 

2.0 

65 

.5 

2.4 

Agricultural 

consultants 

82 

.1 

30 

.2 

36.8 

Mass  media 

representatives 

54 

.06 

28 

.2 

50.6 

Cooperating  USDA 

agencies 

27 

.04 

15 

.1 

56.7 

TOTAL 

131,568 

100.0 

13,876 

100.0 

10.5 
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Table  25  -  Staff  and  Paraprofessionals  Allocated  to  Different 

Agricultural  and  Natural  Resources  Clientele  from  the  118 
Urban  Counties  Out  of  the  150  Counties  Sampled  in  1979 


Clientele 


County  Professional 
Staff  or  Faculty 


Paraprofessionals 


Percentage 
Full-time        of  total 
Equivalent     staff  time 


Percentage 
Full-time      of  total 
Equivalent  staff  time 


Years 
(est.) 


Pet. 
(est.) 


Years 
(est.) 


Pet. 
(est.) 


Commercial  family 
farmers 

Suburban  nonagri- 
cultural  audiences 


,679 


.429 


30.3 
19.1 


.101 


.281 


14.6 


40.7 


Small  and/or  low- 
resource  family 
farmers,  part-time 
family  farmers 
($20,000  or  less) 


.367 


16.4 


174 


25.2 


Suburban  agricultural 
audiences 

.210 

9.4 

.092 

13.3 

Agricultural    leaders 

.132 

5.9 

.002 

.3 

Mass  media 
representatives 

.121 

5.4 

.011 

1.6 

Agribusiness  firms 

.086 

3.8 

.009 

1.3 

Other  public  agencies 

.083 

3.7 

.018 

2.6 

Cooperating  USDA 
agencies 

.075 

3.3 

.002 

.3 

Agricultural 
consultants 

.061 

2.7 

.001 

.1 

TOTAL 

2.243 

100.0 

.691 

100.0 
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The  staff  reached  agribusiness  firms  in 
urban  counties  by:  (1 )  direct  mail 
newsletters,  66.2  percent;  (2)  bulletins 
and  publications,  52.6  percent; 

(3)  magazines,  52.5  percent; 

(4)  telephone  calls,  48.9  percent;  and 

(5)  news  releases,  46  percent. 


The  best  media  to  reach  other  public 
agencies  and  organizations  in  urban 
counties  were:  (1)  news  releases,  37.6 
percent;  (2)  telephone  calls,  36.1 
percent;  (3)  direct  mail  newsletters, 
35.4  percent;  (4)  radio  and  TV,  32.4 
percent;  and  (5)  magazines,  32.3 
percent. 

Suburban  agricultural  audiences  in  urban 
counties  were  best  informed  by: 
(1)  direct  mail  newsletters,  41.4 
percent;  (2)  magazines,  40.3  percent; 

(3)  news  releases,  39.7  percent; 

(4)  bulletins  and  publications,  37 
percent;  and  (5)  radio  and  TV,  36.7 
percent. 

The  best  media  for  suburban 
nonagricul tural  audiences  were: 

(1)  news  releases,  37.7  percent ; 

(2)  radio  and  TV,  31.5  percent; 

(3)  telephone  calls,  23.7  percent; 

(4)  bulletins  and  publications,  23.6 
percent;  and  (5)  magazines,  20.5 
percent. 

Implications  of  Survey  Results  for 
Extension  Staff 


Constant  evaluation  of  agriculture 
and  natural  resources  Extension 
programs  should  be  a  part  of  program 
planning  and  program  delivery.  A 
list  of  clientele,  classified  by 
income  categories  for  major  groups 
being  served,  provides  a  sound  base 
for  organizing  future  Extension 
educational  efforts. 

The  proportions  of  clientele  served 
can  be  adjusted  according  to  priority 
placed  on  particular  problems  and 
problem  areas. 


Competition  for  Cooperative  Extension 
Service  funding  may  encourage  more 
determined  efforts  in  annually 
defining  clientele  being  served  by 
income,  geographical  area,  ethnic- 
racial  characteristics  and  age. 

The  mass  media  continue  to  be  an 
important  means  of  disseminating 
agricultural  information. 

Packages  for  defined  audiences  with 
more  complete  information  are 
essential  to  meet  the  future  needs  of 
Extension  clientele. 

Continued  maintenance  of  clientele 
records,  how  they  are  reached,  and 
the  results  of  the  educational  effort 
will  require  more  detailed  evalua- 
tions. More  time  may  be  needed  for 
professional  evaluation  activities. 


Detailed  information  on  Cooperative 
Extension  Service  clientele  can  be 
obtained  and  estimated  by  income 
1  evel  s. 

Continuous  efforts  are  needed  to 
define  the  clientele  groups  served  by 
the  Cooperative  Extension  Service. 
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